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California Department of Public Health 

Nutrition Education and Obesity Prevention Branch 

SHOP Healthy Here (SHH) Program Guide 

 

 

1. Program Introduction 

The SHOP Healthy Here (SHH) pilot program supports retail-based policy, system, and 

environmental (PSE) change strategies that encourage storeowners to increase access to 

and availability of healthy food choices. The Nutrition Education and Obesity Prevention 

Branch’s (NEOPB), SHOP Healthy Here (SHH) pilot program partners with county local 

health departments (LHDs) to increase the availability of healthy foods and beverage 

choices in low-income communities by:  

 Increasing small market retailer knowledge regarding the importance of fruits and 

vegetables, whole grains, healthy meats, and low-fat dairy products; 

 Assisting small market retailers with ideas for promotional opportunities for healthy 

foods and beverages; 

 Teaching small market retailers produce handling and storage techniques and new 

product display approaches;  

 Providing small market retailers with consumer information to help drive purchases of 

healthy foods and beverages.   

 

2. Program Overview 

SHH is a pilot recognition program designed to encourage existing retailers (i.e., small 

stores and markets) in low-income communities to increase the availability of healthy foods 

and beverages within their stores. Local retailers, in partnership with LHDs and community 

stakeholders work together to increase access to and promotion of healthy food choices 

(i.e., fruits, vegetables, whole grains, low-fat dairy products, healthy meats, and healthy 

beverages). Retail recognition programs have demonstrated success in increasing the 

availability, visibility, affordability, promotion, and sales of healthy foods and beverages in 

small stores. The goal of the SHH pilot program is to work with each small retailer to further 

health promoting strategies that bring more healthy products into the neighborhoods they 

serve and to collaborate with LHDs to help drive demand for healthy products. 

The SHH pilot program retailer benefits include: 

 SHOP Healthy Here storefront logo; 
 Marketing materials including posters, price tags, banners, recipe cards, and more; 
 Help with healthy food item displays; 
 Connections with distributors of fresh produce and other healthy foods;  
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 In-store promotional activities; and 
 Goodwill among the community and customer base. 

 
    3.  SHOP Healthy Here: Getting Started 

 

Retailers and SHH program representatives from the LHD work hand-in-hand to improve 

the appeal and availability of healthy foods and beverages in small neighborhood markets.  

The SHH pilot program is comprised of six easy steps: 

 

Step 1: 

 

LHD SHH program representatives begin by contacting local retailers to promote the 

program.  See SHH program pitch sheet, Appendix A. 

 

Step 2: 

 

SHH program representatives meet with the retailer to: 

   Discuss the goals and vision for the store; and 

   Review and sign the Partner Agreement form. 

  

Step 3: 

  

SHH program representatives conduct a pre and post assessment of the retailer 

utilizing the Communities of Excellence in Nutrition, Physical Activity, and Obesity 

Prevention (CX3) Food Availability and Marketing Survey, see Appendix F.  The CX3 

survey information that is collected will provide LHD staff with a baseline assessment of 

the retailer and products sold at that point in time, this information will also help identify 

ways in which the store can: 

 Increase in-store marketing of healthy foods and beverages;  

 Adjust displays to promote sales of healthy foods and beverages, and 

 Increase the number of healthy food and beverage options. 

Step 4:  

SHH program representatives discuss the results of the CX3 assessment which identify 

the store’s current ranking in the SHH pilot program as being at or within Stage 1, Stage 

2, or Stage 3. Each stage represents the extent, to which healthy options are present 

and promoted, with the most options available in Stage 3 stores. The SHH pilot program 

stages are as follows:  

   Stage 1: Community Market,  

   Stage 2: Community Partner, and  



 

3 
Rev. 03/08/18  

 

   Stage 3: Community Champion.  

 

*For a description of the SHH stage requirements, see Appendix B “Stage Checklist for 

Participating Markets.” 

 

Step 5:  

 

The SHH program representatives then work with the retailer to make a make a plan. 

Using the results of the CX3 assessment, work with the retailer to pick a few changes 

that are right for the store, and the community.  

 

Step 6: 

 

Make the change. Work with the retailer to add plenty of healthy choices to the store 

and to initiate placement and promotion practices that support them. SHOP Health Here 

program representatives can help you along the way!  

 

4. Partnership and Technical Assistance 

Participating retailers will receive technical assistance (TA) from LHD staff to help 

implement PSE changes and to assist retailers with expanding inventory and promotion of 

healthy food and beverage choices. Retailers will benefit from LHD TA at least twice a 

month that may include but is not limited to the following: 

 Identifying appropriate fresh vegetables and fruits to stock (Seasonal Produce  

Guide Appendix C); 

  Safe food handling;   

   Adjusting displays to promote sales of healthy foods; 

 Increasing the number of healthy food choices (healthy snacks, whole grains, low- 

fat dairy products, etc.); 

 Providing feedback on store layout for enhanced promotion of healthy food and  

beverage choices; 

 Provide signage, SHH decal logos, and additional retail materials for promotion of 

healthy foods and beverages available in-store; 

   Connecting with local producers and vendors of healthy products; 

   In-store marketing of healthy food and beverage choices; and  

   Organizing community events.  
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5. Program Promotion and Recruitment  

Small market retailers statewide have an opportunity to respond to the needs of their 

communities through small adjustments in their business strategies that can increase the 

number of healthy food and beverage choices available. LHD staff should identify retailers 

in communities where there is currently limited or no access to large grocery chains or 

where there is an abundance of small retailers (i.e., small stores, convenience stores, and 

grocery stores) located in low-income communities.  

 Pre-screening items LHD staff should complete prior to identifying a potential SHH pilot 

program retail locations:  

 Retailers must be located in an eligible census track if Supplemental Nutrition 

Assistance Program Education (SNAP-Ed) resources will be used to support 

SHH activities.  

 Retailers licensed to sell tobacco and/or alcohol, must comply with all local, state, 

and federal tobacco and/or alcohol laws. 

 Retailers should not have any violations for illegal sales of tobacco and alcohol 

products within the last 2 years.  

 Retailers have met all LHD Environmental Health Inspection standards and Safe 

Food Handling practices in order to participate in SHH pilot program. The health 

inspection placard should easily be available and posted in public view. For an 

example of an environmental health inspection placard, see Appendix D. 

The following checklist provides an outline of activities that LHD staff will need to 

accomplish as part of recruiting retailers: 

 Meet with identified retail location store owner and manager in person and provide them 

with an overview of the SHH pilot program (Appendix A) including project goals, retailer 

benefits, and incentives. Review the SHH Partner Agreement form that provides greater 

detail on the roles and responsibilities of the LHD and the retailer (Appendix E) 

 If needed, schedule a follow-up meeting.  

 If the retailer agrees to participate in the SHH pilot program, obtain a signed SHH 

Partner Agreement form prior to providing any services, technical assistance, or 

materials.   

 Ask the retailer to identify at least one employee as the project contact for the duration 

of the program, if different from the person who signed the agreement form.  

 

6. Program Components  

The SHH pilot program has several main components that help support the retailers 

capacity to promote and increase the sale of healthy fresh food and beverages. The SHH, 

pilot program consists of the following elements: 
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A. Retailer Recruitment (Appendix A): The pitch sheet outlines the SHH program 

benefits for the store owners and customers and helps the retailer understand what he 

or she can expect from the program. The LHD should consider previous working and 

collaborative relationships with local retailers prior to initiating recruitment efforts. The 

presence of existing relationships will lend greatly to recruitment and successful 

participation of local retailers in the SHH pilot program.  

 

B. Retailer Partner Agreement Form (Appendix E): This document is a required 

component of the SHH pilot program and is the first step in initiating program activities. 

The partner agreement form outlines the roles and responsibilities of both the retailer 

and the LHD during the six-month pilot program.  

 

C. Communities of Excellence in Nutrition, Physical Activity, and Obesity Prevention 

(CX3) Food Availability and Marketing Survey & Protocol (Appendix F): Upon 

successful recruitment of a small retailer, and after obtaining a signed partner 

agreement form, the next step is to review the store environment using the CX3 Food 

Availability and Marketing Survey Protocol (CX3). Prior to conducting the survey, the 

LHD staff will meet with the retailer to review the survey, explain the tool (Appendix F) 

and how the results will be used. This discussion will also include scheduling a day and 

time the store owner prefers LHD staff to complete the survey. Invite the store owner to 

observe and participate in the process.  

 

The LHD staff should provide assurances to the retailer that the assessment process 

will have little or no impact on customers’ ability to shop and that the information 

collected will remain confidential. The assessment results will be used to inform retailer 

technical assistance needs and to outline areas where improvement can be made. 

 

The store assessment takes approximately 30-45 minutes to complete, and includes, 

among other items, the following:  

 

 Availability of vegetables and fruits; 

 Availability of healthy and unhealthy foods and beverages; 

 Advertisements for foods, beverages, and alcohol on both the interior and 

exterior of the store; 

 CalFresh and Women Infants and Children (WIC) authorized vendor status; 

 Displays and promotion of healthy foods and beverages; and 

 Availability of low-fat dairy, whole grain, and meat products.   

After the assessment is completed, the LHD staff will meet with the owner or manager 

of the store to discuss the findings from the assessment. Begin by highlighting the 
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positive aspects of the store environment such as the variety of healthy products or 

stocking levels. LHD staff should also praise the retailer for their interest in offering their 

community additional healthy options. The LHD staff should highlight areas identified 

from the assessment where there are opportunities for improvement using the SHH pilot 

program requirements as a guide. ChangeLab Solutions’ “Taking Stock,” see Appendix 

G is a useful resource the LHD staff can use to guide the discussions on improving 

healthy food and beverage choices. The LHD staff should take the findings from the 

store assessment and work with the retailer to develop a plan that addresses marketing, 

product placement, displays, signage, and events as part of the SHH pilot program. 

Drafting a timeline to accomplish activities over the pilot period from March through 

June 2018 should be included in this discussion to assist the store owner or manager 

with meeting the retailer’s goals.     

The LHD program staff is also to required to submit the completed CX3 pre-assessment 

and post-assessment survey results to the appropriate NEOPB CX3 liaison to compile 

all information collected so that a retailer Quality Score Card (Appendix F) can created 

for each participating SHH pilot program retailer. 

The LHD staff is required to have frequent check-ins with the retailer during the three-

month pilot period, with preference for routine check-ins. Participating SHH pilot 

program retailers are required to meet at minimum twice per month with LHD staff. LHD 

staff is required to document and track each check-in with the retailer by completing the 

Training and Technical Assistance Summary Form (Appendix H) that will include 

documentation of TA, materials provided, events hosted, and a summary of each 

interaction.  The TA Summary Forms must be completed following each retailer check-

in and be submitted monthly to the NEOPB retail lead.  

7. Technical Assistance (TA) and Training:  

The level of TA needed by the SHH pilot program retailers is informed by the goals of the 

retailer and the findings from the CX3 survey. The survey will inform the retailer of where 

the store currently ranks among the three-stages of the SHH pilot program and identify 

opportunities for improvements. [Technical Assistance – Some possible areas of need 

include connecting store owners to small business resources, providing recommendations 

on product stocking, storage, and handling, and/or promotional activities]. 

Listed below are additional areas where LHDs can support and work with retailers as they 

strive to improve access to healthy foods and beverages:   

A. New Vendor Identification – Connect local retailers with distributors of other healthy 

retail products such as low-fat dairy items, whole grains, canned, fresh, or frozen fruits 

and vegetables.  
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B. Community Environment – Provide healthy food demonstrations, taste tests, healthy 

holiday celebrations or other events at the store (e.g., Fruit and Veggie Fest). 

C. Store Environment Improvements – Provide shelving, baskets, and other display items 

to promote the sale of the healthy products. 

D. Marketing Materials – Provide a range of marketing materials, depending on the store’s 

needs, to include price tags, shelf talkers, and healthy retail posters to promote healthy 

options.  

E. Store Recognition – Participating retailers receive a SHOP Healthy Here (SHH) 

storefront logo (Appendix I). Per retailer preference, the LHD can also highlight a 

retailers’ involvement in local media outlets through a press release or through social 

media. 

F. Community Partnerships – Provide store owners with opportunities to develop 

community partnerships, establish connections in the community, and grow the store’s 

customer base. 

8. Marketing: 

Materials will be made available for the retailers use to promote and to highlight the 

healthier options for customers. Examples include the SHOP Healthy Here Logo (Appendix 

I), in-store signage, banners, lawn signs, and window clings. A list of available materials is 

provided in Appendix J, Sample Marketing and Promotional Materials. 

 

9. Retailer Materials and Small Equipment: 

In addition to marketing materials, the SHH pilot program will provide a limited number of 

items to support improved produce placement and presentation. Examples of these 

include: produce baskets, angled shelf wedges, simple shelving units, and small freezers or 

refrigeration units. These may be provided to the retailer after the in-store survey and 

subsequent improvement goals have been identified, see Appendix K. All materials and 

equipment provided to retailer as part of the SHOP Healthy Here pilot program are for the 

sole use and purpose of promoting and displaying healthy foods and beverages. Other use 

of equipment and materials for the sale and promotion of unhealthy foods and beverages I 

not allowable.   
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10.  SHH “Community Market” Requirements: (Stage 1) 

 

A. General Requirements: 

 

 Retailer has signed the Partner Agreement form 

 In-store CX3 assessment completed 

 

B. Stocking Requirements: 

For Stage 1 minimum Stocking Requirements, retailers will be assessed against the current 

United States Department of Agriculture (USDA) Stocking Requirements. For additional 

information on the USDA Stocking Requirements, please see table below or visit USDA 

Retailer SNAP Standards: https://www.fns.usda.gov/snap/enhancing-retailer-standards-

supplemental-nutrition-assistance-program-snap.   

Number of Staple 
Food Categories 

Number of Staple 
Food Varieties per 

Category 

Number of Stocking 
Units per Variety 

Total Number of 
Food Items 
Required 

4 3 1 12 

 

i. Fruits and Vegetables:  

 Stock at least two (2) varieties of fruits beyond limes or lemons (e.g., apples, pears, 

bananas, oranges, grapes, strawberries, cantaloupe, etc.).  

 Stock at least two (2) varieties of vegetables (e.g., potatoes, lettuce, tomatoes, 

etc.). 

 

ii. Whole Grains: 

 Stock at least two (2) varieties of whole grain products (e.g., whole-wheat bread, 

brown rice, whole-wheat pasta, oatmeal, high-fiber cereal, corn tortillas, etc.).  

 

iii. Low-fat Dairy: 

 Stock at least four (3) varieties of low-fat dairy products (e.g., milk-plain white non-

fat, 1% low-fat, mozzarella cheese, part skim, non-fat cottage cheese, non-fat 

yogurt etc.) Minimum (1) variety of milk. 

 

iv. Meat, Poultry, and Fish: 

 Stock at least two (2) varieties of healthy meat, poultry, or fish (e.g., qualifying 

meat products, fresh or canned chicken, fish, tuna, sardines). 

 

 

 

https://www.fns.usda.gov/snap/enhancing-retailer-standards-supplemental-nutrition-assistance-program-snap
https://www.fns.usda.gov/snap/enhancing-retailer-standards-supplemental-nutrition-assistance-program-snap
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v. Beverages: 

 Stock at least two (2) varieties of healthy non-Sugar-Sweetened Beverages (SSB) 

in any size (e.g., bottled water, 100% fruit juice, unsweetened tea or coffee) 

Note:  

 Pricing of fruits and vegetables should be comparable to that of other local 

community retailers.   

 The term variety refers to different kinds of products in each of the four staple 
food categories. Variety is usually defined by the main ingredient in the or kind 
of product.  For example, apples, carrots, and pears are considered three 
different varieties in the vegetables or fruits staple food category, but tomato 
sauce, tomatoes, and 100% tomato juice are only considered one variety in the 
vegetables or fruits staple food category (tomato). 

 

C. Marketing Requirements:  

Displays and Promotions: 

 Display at least two (2) advertisements or signs promoting healthy food or beverage 

products available.  

Electronic Benefit Transfer (EBT): 

 Retailer has no promotions or advertisements cross-promoting EBT with unhealthy 

(e.g., SSB, chips, candy) food and beverage products. 

 

D. Retailer Choice  

 

Retailers must select at least two (2) items from the suggested Community Market level list 

to meet Stage 1 requirements. The LHD staff should offer appropriate TA to the retailer to 

support these strategies before advancing into Stage 2 of the SHH pilot program.  

The retailer choice options listed below maybe a combination of any two (2) items a store 

owner self-selects:  

 Display or advertise two (2) healthy food or beverage choices, from different 

categories, at the point-of-sale (POS).  

 Cross-promote SNAP/EBT with healthy products. 

 Limit or remove unhealthy food or beverage advertisements. 

 Ensure produce items are clearly labeled and include price. 

 Accept CalFresh (SNAP/Food Stamps). 

 Remove or limit unhealthy food product advertisements. 

 Remove or limit tobacco advertisements. 
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 Remove or limit alcohol advertisements. 

 

11.   SHH “Community Partner” Requirements: (Stage 2) 

Retailers that meet the SHH Stage 1 requirements are eligible to work towards Stage 2 

SHH pilot program recognition status. The requirements to meet Stage 2 SHH recognition 

status are listed below:  

A. General Requirements: 

 

 Retailer continually meets Stage 1 Requirements; and 

 Retailer agrees to participate in one (1) annual healthy retail in-person or webinar 

training. 

 

B. Stocking Requirements: 

Retailers who agree to participate in the SHH pilot program agree to increase the 

required number of staple food varieties in each of the four staple food categories 

(Vegetables or Fruit, Dairy Products, Meat, Poultry or Fish, and Bread or Cereals) as 

described in the new USDA Stocking Requirements. The minimum number of food 

varieties is specified bellow for each staple category:  

 Stock at least 7 varieties of vegetables and fruits (beyond limes or lemons)     
 Stock at least 4 varieties of whole grain breads or cereals  
 Stock at least 4 varieties of low-fat milk dairy products      
 Stock at least 4 varieties of healthy meat, poultry, and fish   
 Stock at least 4 healthy beverages sold in any size (e.g., plain bottled water, 

100% juice, zero calorie flavored water) 
 

C. Marketing Requirements:  
 

 Retailer displays healthy food and beverage choices in prominent locations 
throughout store (e.g., healthy checkout lane, eye-level, end-caps, grab-&-go, 
POS). 
 

D. Retailer Choice:  

 

Retailers must select at least three (3) items from the suggested Community Partner 

level list to meet Stage 2 requirements. The items selected from the list are those items 

a retailer intends to address during the course of SHH pilot program period. LHD staff 

should offer appropriate technical assistance to the retailer in support of these efforts to 

improve the retail environment before advancing into Stage 3 of the SHH.   

https://www.fns.usda.gov/snap/enhancing-retailer-standards-supplemental-nutrition-assistance-program-snap
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The retailer choice options listed below may be a combination of any three (3) items a 

store owner self-selects: 

 

 Offer store tours, food demonstrations, and taste tests.  

 Provide healthy snack choices for children (e.g., unsalted nuts and seeds, non-

sugar added trail mix, granola bars, crackers with 50% whole grain, string 

cheese, non-sugar added dried fruit). 

 Display produce prominently so that it is visible from the front or outside the 

store.  

 Provide health information near the fresh produce (e.g., recipe cards, 

pamphlets).  

 Display CalFresh signs (SNAP/Food Stamps) on storefront windows or at point-

of-sale (POS). 

 Dedicate increased shelf-space or square footage for healthy products.  

 Place advertisements for healthy foods on the store exterior. 

 Create an end-cap display with fruits, vegetables or other healthy products. 

 Become a WIC authorized vendor.   

 

12.   SHH “Community Champion” Requirements: 

 

A. General Requirements: 

Retailers that continually meet both Stage 1 & 2 requirements of the SHH pilot program 

are eligible to advance to Stage 3.  

 Retailer continually meets Stage 1 & 2 requirements 

 Retailer agrees to share their success with LHD and fellow retailers 

 

B. Stocking Requirements:  

 

 Offer additional healthy snack choices (e.g., unsalted nuts and seeds, non-

sugar added trail mix, granola bars, crackers with 50% whole grain, string 

cheese, non-sugar-added dried fruit)  

 Offer extensive healthy product options across each category (e.g., whole 

grains, low-fat diary, healthy meat, poultry, fish, and healthy beverage 

products): 

o Stock at least 9 varieties of vegetables and fruits (beyond limes or 
lemons) 

o Stock at least 7 varieties of whole grain breads or cereals 
o Stock at least 5 varieties of low-fat dairy products 
o Stock at least 7 varieties of healthy meat, poultry, and fish 
o Stock at least 7 healthy beverages sold in any size (e.g., plain bottled 
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water, 100% juice, low-fat milk, zero calorie flavored water) 
 Stock at least two (2) varieties (total) of: 

o Canned no-added salt vegetables  

o Canned in own juice fruit, or 

o Frozen fruits or vegetables 

 Retailer has implemented at minimum one (1) of the following or created 

healthier options in prominent locations:  

o Healthy Grab-n-Go 

o Healthy Checkout lane or zone 

 If prepared food is sold onsite choose one (1) of the following 

o Offer healthy meal options with water as the default beverage  

o Promote healthy meal options with signage 

o Offer at least two (2) vegetables and fruits available for ready-made meals 

and sides 

o Offer 1% low-fat milk as the default beverage 

o If fountain beverages are available, reserve one nozzle for water 

 

C. Marketing Requirements:  

 

 Limit advertisements for unhealthy snack foods and drinks on all doors and 

windows of storefront (interior and exterior) by at least 25%, see CX3 Food 

Availability and Marketing Survey Protocol (Appendix L) for instructions on how 

to measure quantity and size of unhealthy storefront advertisements.    

 

D. Retailer Choice: 

Retailers must select at least one (1) item from the suggested Community Champion 

level list to meet Stage 3 requirements. The one (1) item selected from the list is an item 

a retailer intends to work on during the course of the SHH period. The LHD staff should 

offer appropriate technical assistance to the retailer in support of the strategy.   

The retailer choice options listed below may be any one (1) item a store owner self-

selects to work on during the SHH pilot program period:  

 Provide sales data on all program healthy food and beverage choices  

(e.g., low-fat milk, produce, trail mix) based on POS system availability.  

 Make one (1) significant improvement to the exterior of the market from list 

below: 

o Update lighting for energy efficiency  

o Add or improve landscaping (e.g., planter boxes, bike racks)  

o Add outdoor fruit and vegetable displays  
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o Paint building exterior, if necessary  

o Remove or replace permanent bars  

o Paint a mural on exterior or interior 

 Retailer has trained store employees within the last year: 

o On properly checking identification (ID) cards for legal sales of alcohol and 

tobacco products  

 

13.  Retailer Feedback: 

The LHD staff is required to meet with the store owner or manager the completion of the pilot 

program period (June 2018); this is in addition to the twice-monthly TA check-ins. The intention 

of soliciting retailer feedback is to: gather their opinion on what worked, areas for program 

improvement, their overall experience, and any additional comments that can inform the next 

phases of the SHH pilot program. Feedback prompts will be provided by SHH state program 

staff to LHD staff in advance of the requested feedback period. 

14. SHOP Healthy Here LHD Summary Report: 

To assist SHH state program staff to compile and synthesize all the important information 

gleaned from retailers during the pilot, a short LHD pilot program summary report is requested 

at the end of the pilot period (June 15, 2018). The SHH state program staff will provide a brief 

template format for this summary report. Information gathered from the SHH pilot program 

Phase 2 (March – June 2018) summary reports will be used to improve the SHOP Heathy 

Here program. 

15.  Success Story  

The purpose of this success story is to describe and highlight SHH pilot retailer 

accomplishments and LHD successes with this program model. LHDs are required to submit at 

least one (1) success story following the completion of the pilot period. LHDs are to use the 

Working in Program Evaluation And Reporting System (PEARS): CDPH SNAP-Ed LHD 

Success Story Instructions see Appendix O for instructions and sample. Please submit the 

SHH pilot retailer success story to NEOPB by June 30, 2018.  

 

16.   SHH Appendices: (Note: core SHH documents are highlighted in green) 

 

A) Pitch Packet (Sheet) 

B) SHOP Healthy Here Stage Checklist for Participating Markets 

C) Seasonal Produce Guide 

D) Sample Environmental Health Inspection Placard 

E) Template Retailer Partner Agreement Form 











































Appendix E 
 

Rev 3/07/18 
 

Como un socio del Programa SHOP Healthy Here, su tienda:   

• Mantendrá el dinero de las ventas de todas las comidas saludables. 
• Mantendrá los cambios del diseño de la tienda incluyendo los exhibidores de frutos saludables y 

cajas registradoras.   
• Exhibirán materiales promocionales saludables proporcionados por el representante del 

programa SHOP Healthy Here (p.ej. posters, tarjetas con recetas y estampillas para las ventanas). 
• Tendrá precios razonables para todos los productos (la meta es no subir el precio más 

de un 35%).  
• Exhibirá etiquetas con precio para las opciones de comida saludable.  
• Proporcionará un espacio dentro de la tienda para actividades.   
• Permitirá la promoción del programa SHOP Healthy Here por medio de fotografía, 

encuestas a los clientes, recorridos por las tiendas, y/o otras actividades 
promocionales.   

• Trabajará para:  
o Reducir el número de anuncios que promueven: 

-Comidas y bebidas poco saludables 
-Alcohol 
-Tabaco 

o Seguir la Ley Lee (reducir la publicidad de la tienda a menos de un 33% de las ventanas 
disponibles y tener acceso en las puertas, por el California Business and Professions Código 
§ 25612.5, promulgada en 1994). 

 
Nombre del Dueño de la Tienda__________________________________      Fecha_______________________ 

Firma________________________________________________________________      Teléfono____________________ 

Dirección____________________________________________________________  

  Correo Electrónico ________________________________________________ 

 
Representante del Programa SHOP Healthy Here: 

Nombre ___________________________________________________________       Fecha________________________ 

Titulo ______________________________________________________________      Teléfono ____________________ 

Organización _____________________________________________________ 

Firma_______________________________________________________________  

Dirección Postal ___________________________________________________ 

  Correo Electrónico _______________________________________________ 

Si su tienda no mantiene el mínimo de los requerimientos del programa de la Fase 1, se le pedirá remover inmediatamente todos los anuncios del programa piloto  y 

suspender los esfuerzos de mercadotecnia utilizando el nombre del programa SHH, logotipo y materiales de promoción hasta que todos los requerimientos sean 

cumplidos. Todos los materiales y equipo brindado a la tienda como parte del Programa SHOP Healthy Here Pilot Program son para el solo propósito de promover y 

exhibir comidas y bebidas saludables. Otro uso del equipo y materiales para la venta y promoción de alimentos poco saludables están prohibidos.   



http://gis.cdph.ca.gov/NEOPBGIS/home.htm


http://maps.google.com/maps
http://maps.yahoo.com/
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 Dried or canned beans, count any type of mature beans, peas, or lentils.    (i.e. 

black beans (turtle beans), black-eyed peas (cowpeas or cow beans), garbanzo 

beans (chickpeas), great northern beans, kidney beans, lima beans (butter beans), 

navy beans, pinto beans, soy beans, split peas, and lentils. Do not include soups. 
 

 For tuna, the “light” variety is selected due to lower levels of mercury. 

 

42) Are foods being sold past sell-by or expiration date? (as you are collecting data for 

question 41, look at the items sell-by or expiration date) Circle “1” for yes and record findings in 

comment box. Circle “0” for no. 

 

43) What type of typical shoppers shop at the store? (check all that apply)  

Put a check mark next to the option that relates to the type of shoppers. More than one can be 

checked. 

 

44) What are the stores busiest times?   

Put a check mark next to the option (you may need to ask a clerk or manager) 

 

45) Fill out the disposition on page 1 

Circle the code that matches how much of the survey was completed or the conditions showing 

why it was not complete, in the box on the front page. 

 

 

 

Check for missing data! 

Be sure all questions are complete BEFORE 

leaving the store. 

Check that all entries are clear and easy to read.      

 

Thanks!!! 



 

Updated 01.2018 

 

                                   
                                New/Revised 2018 
CX3 - NF 2-5 Retail Food Availability & Marketing Survey 

 

A. STORE INFORMATION 
 

1) Store ID:  ___        -         ___          -       ____           

                   County  - Neighborhood  -  Store Code      
 
2)  Census Tract:      _____________________________________ 

3) Name/Address of Store:    _____________________________________   

 __________________________________________________________ 
      (Street Address)                                              (City)                               (Zip) 

4) Coder Name/ID:   _______________________________                          

5) Store Type: Obtain from GIS store lists (circle one): 

 At store visit if store type is different, mark through circled number 

 and circle correct store type.  

 1. Supermarket chain (e.g., Safeway, Ralph’s) 

 2. Large grocery store (> 20 employees or ≥  4 registers, but not large chain)         

 3. Small Market (< 4 registers, but not convenience)     

 4. Convenience (sells food items and snacks, no fresh meat, may sell gas) 

 5. Pharmacies 

 6. Warehouse Stores 

 7.  Dollar Stores 

 8.  WIC 

 9.  Other (NO liquor stores) (specify):  __________________________________ 

6)  a) Is store with in ½ mile of a school?  1 - Yes   0 - No     If Yes, Name of school: ______________________________ 

     

     

 

6b) Is store within a half mile of a Community Youth Organization (CYO)?;   1 - Yes   0 - No    If Yes, Name of CYO: ____________   

6c) Is store within a half mile of park?  1 - Yes   0 - No     If Yes, Name of park:  __________________________________ 

6d) Is store within a half mile of playground?  1 - Yes   0 - No     If Yes, Name of playground: ________________________ 

7) Does the store accept WIC? (i.e is a WIC Vendor?)    1 – Yes     0 - No   3 – Don’t Know, will need to check  

8) Does the store accept CalFresh, Food stamps or SNAP (EBT)?    1 - Yes  0 - No   3 – Don’t Know, will need to check 

9)  Participate in Nutrition Education Obesity Prevention - Retail Program?      1 - Yes      0 - No    3 – Don’t Know, will need to check 

1   Elem      2  Middle       3  High      4  Contn      5 K-12 

                    (circle one) 

 

10) Date of visit:  ____________ 

 
45) Disposition: 1    Completed 

 (circle one) 2    Partial  

  3    Denied / No data  

  4    Denied / Exterior only  

  5    Store not found 

  6    Store closed (out of business) 

  7    Store not visited 

  8    Inaccessible due to  

        safety conditions 

 

 

Is this the first time this site has been assessed?    1 - Yes   0 – No 
 

 If No, when was it last assessed?   ___________ 
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B. STORE EXTERIOR  
 

11)  Is a school, CYO, park, or playground visible from the store (circle one)?  1 - Yes  0 - No 
 

12)  Record information about healthy and unhealthy advertising and products on all doors and windows  
of the storefront. Do not include ads on the sides of the building or on other parts of the property such  
as the roof, fences or parking lot.  
 
For the following table, only include professionally-produced advertising that depicts brands, logos or  
products. See definitions to learn what types of items to count. 
 

Tally in grey area, circle totals 
in white area 

# of ADS for Unhealthy  

 a) Small  

≤ 1 sheet of 8 1/2” x 11” paper 
 

(same size or smaller 
 than this sheet of paper) 

0     1-2     3-5     6-9     10 + 

b) Medium  

> 1 up to 10 sheets of paper 
 

(bigger than this sheet of paper,  
but smaller than 10 together) 

0     1-2     3-5     6-9     10 + 

c) Large  

> 10 sheets of paper 
 

(bigger than 10 of these sheets 
of paper together) 

0     1-2     3-5     6-9     10 + 

 

Tally in grey area, circle totals 
in white area 

# of ADS for Healthy 

 a) Small  

≤ 1 sheet of 8 1/2” x 11” paper 
 

(same size or smaller 
 than this sheet of paper) 

0     1-2     3-5     6-9     10 + 

b) Medium  

> 1 up to 10 sheets of paper 
 

(bigger than this sheet of paper,  
but smaller than 10 together) 

0     1-2     3-5     6-9     10 + 

c) Large  

> 10 sheets of paper 
 

(bigger than 10 of these sheets 
of paper together) 

0     1-2     3-5     6-9     10 + 

 

13)   Is there food or beverage advertising (banners, posters, temporary signs, etc.) on 

the roof, walls or elsewhere on the property such as on fences, garbage cans or in the 
parking lot belonging to the store? 

 Please check all that apply:   ____ healthy   ____ unhealthy   _____none 
 

14)   Are there any images of food  (e.g. tomato, apple, hamburger, hot dog) and/or  

        beverages (e.g. milk, soda, shake), painted on doors or windows of the storefront? 

          Please check all that apply:   ____ healthy   ____ unhealthy   ____ none 
 

15)   Are there any painted murals of healthy food and/or beverages anywhere on  
        the building walls? 

1 - Yes      0 - No 

16)  Are there any produce bins on the sidewalk in front of the store? 1 - Yes      0 - No 

17)  Are other food or beverage products displayed on the sidewalk in front of the store 
or inside the store next to the window so they are clearly visible from the outside? 
 Please check all that apply: 
 __ none   __ soda __ water __ other. (specify) __________________ 

18)   Are there food or beverage vending machines on the sidewalk in front of the 

store?  

Please check all that apply: 
 __ none  

           __ soda vending      __ candy vending     __ water vending  

           __ refillable water station  

           __ other. (specify) ____________________ 

19)   Are there permanent bars/chains on the windows or doors? (do not include sliding 

or rolling chains or bars) 

1 - Yes      0 - No 

Unhealthy foods are high calorie, low 
nutrient foods and beverages that 
include alcoholic beverages, soft drinks 
and other sweetened beverages 
including diet drinks, sweet desserts 
and highly sugared cereals, chips and 
other salty snacks, most solid fats, fried 
foods, and other foods with high 
amounts of sugar, fat and/or sodium. 

Healthy foods are fruits and 
vegetables, whole grains, beans, nuts 
and seeds, non-fat and low fat milk 
products, and lean meat, poultry, and 
fish.  Healthy foods include minimal or 
no added fat, sugars, or sweeteners. 
Unsweetened black coffee is included. 

Do not consider: 
Cigarettes or tobacco products 
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20)   If the store sells alcohol, is more than 1/3 of the total window area covered by  

        any type of advertising? 

1 - Yes       0 - No 

9 - N/A 
(Store does not   sell alcohol) 

21)   Is "We Accept WIC" signage displayed?  

Make a notation here if signage needs to be replaced due to (ie peeling, cracked, faded 
etc…):  ____________________         
 

1 - Yes      0 – No 

9 - N/A 
(Store does not accept WIC per Q#7 ) 

22)  Is "We Accept CalFresh, Food Stamps/ EBT" signage or ads displayed?  

Make a notation here if signage needs to be replaced due to (ie peeling, cracked, faded 
etc…):  ____________________         
 

1 - Yes      0 – No 

9 - N/A 
(Store does not accept EBT per Q#8 ) 

 

23)  Are there any ads promoting EBT with food or beverage products Please    

Please check all that apply: 
_____ none  _____ healthy  _____ unhealthy 
 

  
 

C.  STORE INTERIOR  

24) Number of cash registers throughout store (staffed and unstaffed, for grocery items only)  ______  

25) Marketing of foods and beverages next to the main check-out area 

      Circle "1" for yes if the item or ad is present or "0" for no if the item or ad is not present.  

Presence of ads or promotions: UNHEALTHY 

Next to check-out (attached or directly next to) 1 - Yes   0 - No 

Below check-out level 1 - Yes   0 - No 

On floor (if standing in checkout isle or next to counter) 1 - Yes   0 - No 

Hanging from ceiling (directly over register) 1 - Yes   0 - No 

Presence of ads or promotions (fill in BOTH columns): HEALTHY 

Next to check-out (attached or directly next to) 1 - Yes   0 - No 

Below check-out level 1 - Yes   0 - No 

On floor (if standing in checkout isle or next to counter) 1 - Yes   0 - No 

Hanging from ceiling (directly over register) 1 - Yes   0 - No 

Presence of products next to or below a check-out counter:                    UNHEALTHY 

Gumball or candy machine (next to counter or exit doorway) 1 - Yes   0 - No 

Candy (next to or below counter/check-out) 1 - Yes   0 - No 

Soda (next to or below counter/check-out) 1 - Yes   0 - No 

Chips (next to or below counter/check-out) 1 - Yes   0 - No 

Other:specify (such as cookies, ice cream, beef jerky, energy drinks, etc.) 1 - Yes   0 - No 

Presence of products next to or below a check-out counter:                       HEALTHY 

Granola bars (whole grain, ≥ 2 g fiber, ≤ 1 g saturated fat, ≤ 14 g sugar per serving) 1 - Yes   0 - No 

Bagged Nuts/seeds (do not include honey roasted or w/ added sugar – not to exceed 480 mg of sodium) (next to 

or below counter/check-out) 

1 - Yes   0 - No 

Fresh fruit (next to or below counter/check-out) 1 - Yes   0 - No 

Bottled water (next to or below counter/check-out) 1 - Yes   0 - No 

Other: specify (such as dried fruit, trail mix, 100% juice, etc.) 1 - Yes   0 - No 

 
 
 
 
 
 
 
25a)  Is there a healthy checkout/family friendly lane?                1 - Yes      0 - No 

 
 
 

26) Are carts/baskets available?    
1 - Yes      0 - No 

27) Are aisles wide enough for strollers or wheelchairs? 
1 - Yes      0 - No 

Unhealthy products are high calorie, low nutrient foods and beverages that include alcoholic beverages, soft drinks and other sweetened beverages 
including diet drinks, sweet desserts and highly sugared cereals, chips and other salty snacks, most solid fats, fried foods, and other foods with high 
amounts of sugar, fat and/or sodium. 

Healthy products include minimal or no added fat, sugars, or sweeteners. Examples include fresh or dried fruits and vegetables, whole grain snacks  
(≥  2 g fiber per serving), energy bars (≤  14 g sugar per serving), nuts and seeds, non-fat and low fat milk products, water, or 100% fruit juice. 
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28) Do most items have price on shelf or a sticker?     
1 - Yes      0 - No 

29) Is there any announcements/sound on PA system (i.e. sales, promos, healthy food)?    
1 - Yes      0 - No 

30) Are healthy food choices displayed in an appealing way?    
1 - Yes      0 - No 

31) Does store appear clean?    
1 - Yes      0 - No 

32) Does store feel safe?    
1 - Yes      0 - No 

 

D. PRODUCE SECTION  - FRESH FRUITS AND VEGETABLES 

33) Are fresh fruits and vegetables sold?  (Circle one) 1 - Yes      0 - No    If yes, continue.  If no   Go to Question 41. 

Notations: Check all that apply 

__ Shelf-top Bins/Baskets 

__ Refrigeration 

  _ Other:    

 

34) Are there any health promotion items around and within the entire fruit and vegetable display?  

 1 - Yes      0 - No   If no Go to Question 36. 

 
35) If there are health promotion items around the fruit and vegetable display, circle a number next to the types of health 
      promotion items that are present (more than one can be circled). 

 1 -  5 A Day signs (not on packaging) 

 2 -  Nutrition information 

 3 -  Fruit and Veggies: More matters 
 4 -  Champions for Change 

 5 -  Other (specify) __________________________________ 

 

36)  Are there any items promoting locally grown produce? (Circle one)    1 - Yes      0 - No     

 

37) Circle the number that best describes overall availability of fruits and vegetables inside and outside the store. 

  
None 

Limited  
(1-3 types) 

Moderate variety  
(4-6 types) 

Wide variety  
(7 or more types) 

Fresh fruit 1 2 3 4 

Fresh vegetables 1 2 3 4 

 
38) Circle the number that best describes the overall quality of the fresh fruit.  

0 1 2 3 4 

None sold All or most of fruit is of 
poor quality (brown, 
bruised, overripe, wilted) 

Mixed quality; 
more poor 
than good 

Mixed quality; 
more good 
than poor 

All or most of fruit is of good 
quality (very fresh, no soft 
spots, excellent color) 

 
39) Circle the number that best describes the overall quality of the fresh vegetables.  

0 1 2 3 4 

None sold All or most of vegetable is 
of poor quality (brown, 
bruised, overripe, wilted) 

Mixed quality; 
more poor 
than good 

Mixed quality; 
more good 
than poor 

All or most of vegetable is 
of good quality (very fresh, 
no soft spots, excellent 
color) 
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NOTE:   If you record pricing for the culturally specific option, do not record for the original list of f&v 

(apples, bananas, oranges, carrots, tomatoes, broccoli, and cabbage).  You must choose only one from 
the two options below. 

 

40) OPTION #1:  Record if the fresh fruit or vegetable is available and the price if possible. If more than one 
variety of a fruit (e.g. gala or red delicious apples) or vegetable is available, please record the lowest price 
option. Record the pricing if available (per pound is preferred). If the fruit or vegetable is available by the bag or 
bunch, record the price only if you can record a weight for the bag (marked on the bottom) or bunch. If a weight 
is not on the bag or bunch, weigh the item if a scale is present.  

 Available? 

(circle one) 

Price posted? 

(circle one) 

Price per If package/bunch, 
record weight  

in ounces  Pound  

(preferred if 
available) 

Piece  
Package/Bunch  

(only record if weight is 
available or can weigh) 

Fruits       

Apples 1 - Yes   0 - No 1 - Yes   0 - No   
 

 

Bananas 1 - Yes   0 - No 1 - Yes   0 - No     

Oranges 1 - Yes   0 - No 1 - Yes   0 - No     

Vegetables       

Carrots 1 - Yes   0 - No 1 - Yes   0 - No     

Tomatoes 1 - Yes   0 - No 1 - Yes   0 - No     

Broccoli 1 - Yes   0 - No 1 - Yes   0 - No     

Cabbage 1 - Yes   0 - No 1 - Yes   0 - No     

 
OR 

 

Option #2:  Culturally Specific Produce Pricing – Optional 
For use within cultural market that may not offer produce listed above.  Please select three most commonly purchased 
fruits and four most commonly purchased vegetables 

 Price posted? 

(circle one) 

Price per If package/bunch, 
record weight  

in pounds and/or 
ounces  

Pound  

(preferred if 
available) 

Piece  
Package/Bunch  

(only record if weight is 
available or can weigh) 

Fruits      

 1 - Yes   0 - No   
 

 

 1 - Yes   0 - No     

 1 - Yes   0 - No     

Vegetables      

 1 - Yes   0 - No     

 1 - Yes   0 - No     

 1 - Yes   0 - No     

 1 - Yes   0 - No     
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https://www.specialtystoreservices.com/productdetails.aspx?productid=31154&link=&group=&img=3531.jpg&category=4460
https://www.specialtystoreservices.com/productdetails.aspx?productid=2824&link=&group=&img=2361.jpg&category=4344


https://www.specialtystoreservices.com/productdetails.aspx?productid=38114&link=&group=&img=2320.jpg&category=4344
https://www.specialtystoreservices.com/productdetails.aspx?productid=51661&link=&group=&img=4894.jpg&category=4280


https://www.webstaurantstore.com/turbo-air-tgm-5r-white-countertop-display-refrigerator-with-swing-door/902TGM5R.html


https://www.webstaurantstore.com/avantco-icfc13-hc-curved-top-display-freezer/360ICFC13HC.html


https://www.specialtystoreservices.com/productdetails.aspx?productid=1047&group=&img=4899_1.jpg&category=4366
https://www.specialtystoreservices.com/productdetails.aspx?productid=70457&group=&img=4413A.jpg


https://www.specialtystoreservices.com/productdetails.aspx?productid=49009&group=&img=1233.jpg&category=5454












https://pears.oeie.org/accounts/signin/?next=/
mailto:snap-edconnection@fns.usda.gov
https://snaped.fns.usda.gov/success-stories
https://www.cdph.ca.gov/Programs/CCDPHP/DCDIC/NEOPB/Pages/Nutrition_Education_Obesity_Prevention_Branch.aspx






mailto:NEOPB_MediaPR@cdph.ca.gov

















	ADPF629.tmp
	SHOP Healthy Here Partner Agreement
	The following list represents a sample of what can be provided to stores by our program and our partners:
	As a SHOP Healthy Here Retail Program Partner, the retail location will:


	ADP84E3.tmp
	SHOP Healthy Here Acuerdo de Asociación
	La siguiente lista representa una muestra de lo que se puede proporcionar a las tiendas por medio de nuestro programa y asociados:
	Como un socio del Programa SHOP Healthy Here, su tienda:


	Appendix L - Retail Fact Sheet.pdf
	Connection between Retail Access, Eating Habits, and Obesity Rates
	Disparities in access to healthy food
	In-Store Marketing
	Economic Impact of Healthy Food
	References

	Appendix L - Retail Fact Sheet.pdf
	Connection between Retail Access, Eating Habits, and Obesity Rates
	Disparities in access to healthy food
	In-Store Marketing
	Economic Impact of Healthy Food
	References

	Appendix O - PEARS SS Instructions final.pdf
	Getting Started
	Working in PEARS

	ADP1E37.tmp
	SHOP Healthy Here (SHH) Acuerdo de Asociación
	La siguiente lista representa una muestra de lo que se puede proporcionar a las tiendas por medio de nuestro programa y asociados:
	Como un socio del Programa SHOP Healthy Here, su tienda:


	Blank Page
	Blank Page



